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Will Advertising Pay ? 


That is, will it pay back the good money it costs and a 
profit on the outlay ? 

That depends, If resorted to in a hap-hazard way, 
‘¢just to see how it works,” &c., by fits and starts, here 
and there, without study or plan, and then dropped—No, 
emphatically no! 

But if you have an article of real merit, for the sale 
of which there is a field, advertising, if intelligently 
directed and followed up, will pay and handsomely, too, 

Intelligently directed— 

There’s the rub! But with a good newspaper and a 
good field, this is the way to spell it—N-E-V-E-R L-E-T 
U-P! Don’t scatter, don’t attempt to cover too large a 
territory; one good ‘claim’? well worked is the rule, 
but—Never let up. For instance 


California is a Good Field 


and like most other sections there is in California one 
live newspaper which has age, commanding influence 
and a circulation leading all others, Such a newspaper, 
backed with abundant capital and energy, and having 
the respect of the thinking and buying classes, would 
seem to meet every essential requirement of a successful 
advertiser. 


he San Francisco Examiner 


IS THE NEWSPAPER. 


Its circulation is never questioned; 65,050 DAILY, 
76,210 SUNDAY and 76,600 WEEKLY was the average 
for April this year, incontrovertible evidence of which 
will be furnished any one who desires it, 
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quality, and pass if it be all quan- 


They have 


They communicate 


weekly with the millions who not 


only read but buy. 


They are local papers 


ATLANTIC COAST LISTS, 


le—that’s economical sense 
134 Leonard St., New York. 


The time to advertise is all the 
Beware of the paper that’s al 


time—that’s universal sense. 
One order, one electrotype, does 


The Atlantic Coast Lists are 
the business. 


The things to advertise in are 
the mediums reaching millions of 
not affected by season or condition 


rhey present to the advertiser the 


tity; use that which reaches the 
acme of dollars and cents. 


buyers—that’s progressive sense. 
quality and quantity rightly mixed. 





Dollars and Sense 





of business. 
exclusively. 
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MODERATE ADVERTISING IN THE 
TAILORING BUSINESS. 
‘Bv M. Cohen. 

The article in the issue of PRINTERS’ 
INK for May 15, entitled *‘ An Adver- 
tising Experiment on a Small Scale,” 
interested me more than has any 
other article for some time, principally, 
I suppose, because it appealed to small 
advertisers, and from the New York 
standpoint, we belong to this class. 

While our firm spends more money 
in printers’ ink, probably, than many 
country advertisers, we are, as I said, 
small advertisers, as judged from the 
metropolitan standpoint, and possibly 
our experience may be interesting, if 
not instructive, to those who have a few 
hundred or a few thousand dollars to 
invest in advertising each year. 

We began business about ten years 
ago, and with a small capital. For 
two or three years we did not adver- 
tise, although it was not because we 
didn’t wish to, ‘The year we began 
we expended $1,000, the second year 
$1,500, the third $2,500, and so on, 
till now we invest about eight or ten 
thousand dollars a year. 

How and in what way to begin is a 
point that should always be carefully 
considered, and it is frequently difficult 
to decide. We went about it in this 
way: We were tailors, and made and 
sold nothing but clothing, not having 
a furnishing or boot and shoe or hat 
department attached, like many estab- 
lishments. We reasoned that when a 
good-looking, durable suit could be 
bought ready-made for $15, and many 
men paid their tailors $50 or $75 for a 
custom suit, that a good demand could 
be created for an ordinarily good cus- 
tom suit at from $18 to $30; and that 
if we could make a dozen or twenty of 
these suits a day, we could clear as 
much profit in a year as high-priced 
tailors who made half a dozen suits a 
day or less. The next thing was, what 
class to cater to. It would be foolish 
to advertise in financial and commer- 
cial papers, hoping to interest bankers 


and merchants ; likewise, we could not 
get the fashionable men down town to 
leave the swell Broadway and Fifth 
Avenue tailors, and so our possible cus- 
tomers were narrowed down to one 
general class—young men, youths who 
lived at home, clerks, salesmen and 
bookkeepers, who liked to dress well, 
but whose incomes did not allow of 
much money being spent for wardrobes 
—naturally we decided to go into those 
mediums that were read by the class 
we wished to interest. Analyzing 
them further, we concluded that these 
young men were more or less “ fly” 
and gay, that they did not stay at 
home evenings and read the afternoon 
papers, and that they read such morn- 
ing papers as were not conservative in 
policy, and devoted considerable space 
to spicy news, and sporting events, 
and amusements. 

So we went into the New York 
World, and Journal, and Sun, (I 
have omitted to say that our shop is in 
the business section of New York 
city.) 

We took space on the third page of 
these papers when we could get it, for 
the reason that a young man does not 
always read a morning paper thor- 
oughly, but he usually reads as far as 
the third page. I also consider posi- 
tions near the amusement advertise- 
ments and notices particularly good 
positions for tailoring advertisements. 

Our advertisement generally con- 
sisted of 80 lines, or about six inches. 
We did not have much matter in our 
copy, but had our statements boiled 
down and set in black-face type, so as 
to first attract attention and then to be 
read. 

The first lines would be something 
like this : 





A CUSTOM MADE SUIT FOR $18. 
GOOD MATERIAL. FINE LININGS, 
PERFECT FIT. 





Then, as an extra catch announcement, 
we promised to keep clothing in order 
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for a certain length of time free of 
charge. This was not only a saving 
to a young man, but if he was a 
bachelor and lived in a_ boarding- 
house, as many did, it was an induce- 
ment to be able to take his clothes to 
us and have them fixed up, rather than 
to depend on different tailors and re- 
pairers of clothes. We began adver- 
tising to do this for six months, but 
now we advertise to this effect : 





CLOTHING BOUGHT OF US KEPT 
IN REPAIR 1% YEARS FREE OF 
CHARGE, COATS AND VESTS RE- 
BOUND WITH BRAID. 





This idea has proved to be an ex- 
cellent card, and as a matter of fact, 
comparatively few customers take ad- 
vantage of our promise in full, al- 
though we have many pairs of trousers 
to press. 

The cuts that accompanied our ads 
were spicy, a little too spicy, some 
people said, but we knew who we were 
catering to, and a Scriptural quotation 
would have had no weight. They 
consisted, as they do now, of pretty 
girls arrayed in the style of clothing 
we made. 

We always paid extra for preferred 
positions, and considered them well 
worth the extra price. Our ads did 
not run continuously, Tuesday, Friday 
and Sunday being the usual days. We 
liked Tuesday because young men are 
too wearied or busy the first day of the 
week to read much, and they are fre- 
quently short of money next day, after 
a Sunday outing. Friday is the day 
before they get paid, and they are 
looking about to see where they will 
buy a pair of trousers, or a suit or 
overcoat the next afternoon, We 
liked Sunday because we thought our 
ad was read then, especially if it was 
on or near the sporting pages, as we 
tried to have it. 

We soon increased the number of 
papers, and are now in the /Wor/d, 
Sun, Herald, Journal (German edi- 
tion), Recorder and Press. We re- 
ceived the best returns from the three 
first-named papers. We are also in 
trade papers, the Union Printer giv- 
ing us especially good returns. This 
is, of course, only natural, to a certain 
extent, as it is read almost entirely by 
men. Weekly papers near New York 
print our ads, and the S/aten /slander 
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} A SUGGESTION 








leads the others from the standpoint of 
returns, 

Local papers published in foreign 
languages are good mediums for us, 
especially the French and Spanish pa- 
pers. Many Frenchmen and Spaniards 
come to New York, and they buy their 
national paper. They all need clothes, 
of course, and if they read our ad we 
get the benefit 

This is about all I can say of our 
advertising experience. It has been 
small, and done in an humble and, I 
might say, inexperienced way, but it 
has paid. - I would like to read of the 
experiences of other small advertisers. 

api acteetal, 
TO SMALL AD- 
VERTISERS. 
By Frank E. Holliday, 
Advertising Manager of the 
Check Rein Co, 

Late last year Geo, H. Holliday 
conceived the idea of putting on the 
market a device for reining and unrein- 
ing a horse without the necessity of 
alighting from the vehicle. Ever since 
harness came into use, drivers have 
been climbing in and out of their bug- 
gies at every stream and watering 
trough in order that their horses might 
drink. ‘To push this invention a com- 
pany was formed, and incorporated 
under the laws of Ohio, with a capital 
stock of $10,000. 

Before the machinery for making the 
device was contracted for, I was put in 
charge of the advertising and began 
sending out thousands of circulars all 
over the country to wholesale and re- 
tail harness dealers, and of course I was 
rather impatient to see the returns. In 
the month following, I think, we receiv- 
ed less than twenty replies to the hun- 
dreds of letters we had sent out. I may 
add here that part of these were in reply 
toa display advertisement we had insert- 
ed in several harness publications. 

About this time we discovered that 
harness men are the slowest people in 
the world to take hold of anything new 
in the line of horse clothing, in fact we 
found them dead-set against any such 
improvement, We learned this from 
a personal visit to a large number of 
harness dealers in Ohio. Even after 
demonstrating to them by practical ex- 
periments that it would work perfectly, 
they declined to handle it, even at a 
profit of 100 per cent to themselves. 

We next concluded to tackle the 
farmers, and accordingly inserted a six- 





Automatic 
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inch display ad in a number of farm 
papers. ‘The returns from this kind 
of advertising were less than $10 in a 
month, and we wisely decided that the 
farmers didn’t want our goods. The 
next plan proved our salvation for, by 
this time, we were all becoming well- 
nigh discouraged. 

The following Sunday we inserted a 
five-line ad in the ** want”’ column of 
the Cincinnati Exguirer. We wanted 
agents, and we wanted $1 from each 
applicant for a sample check rein. 
‘That little ad brought what we want- 
ed to the extent of nearly fifty letters. 
The Sunday following we described 
what we wanted more fully, making the 
advertisement ten lines, and inserted it 
in the Cincinnati Zuguirer, Toledo 
Blade, Cleveland Plain Dealer and 
Columbus Yexurnal at a cost of less 
than $3. From this we received some- 
thing like 135 answers. ‘The next Sun- 
day the New York /lWor/d, Chicago, 
St. Louis and Louisville papers were 
added to the list with a decided increase 
in the returns. A week later the ad- 
vertisement was inserted in thirty of 
America’s leading Sunday papers. 
Nearly 1,000 replies were received, the 
total cost being $15. Since then we 
have been adding to the list, and now 
have nearly fifty papers, and they never 
fail to bring a sack full of mail from 
all over the land. The agents secured 
by this means are nearly all good men, 
and are selling check reins taster than 
we can make them. They are making 
money for themselves as well as for us. 


> 


MY IDEA OF IT. 
By Charles A. Bates. 


Does it sell goods ? 

That question answered, determines 
once and for all the merit or demerit 
of a businessannouncement. A direct 
sale, or an indirect one, as the case may 
be, is the end in view. Everything 
else is but means to that end. 

I believe that most people like to 
do business in a cirect, business-like 
way. I believe that the plainer an ad- 
vertisement can be made the better it 
is. I believe in going straight to the 
point and staying there. 

An advertisement should be solidi- 
fied ‘‘talk.” I differ somewhat with 
the Powers idea. If I saw a man on 
the street to whom I wished to talk, I 
would call to him in at least a two-line 

ica tone of voice, and after I had him 
+ the button-hole I would say what I 
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had to say, clearly and distinctly, in 
plain pica old-style. 

I might tell him the story of a case 
in point. I might throw in a quota- 
tion, or a maxim, or a proverb. I 
wouid be pleasant, but 1 would be 
business-like. 

I would take as littie of his time as 
possible. If T had several things to 
tell him, I would tell one to-day— 
drive it clear through and tie a knot 
in it, And to-morrow I wouid try te 
fasten another fact in his mind, 

If I had only one point to make, I 
would make it always the same, yet 
always different. I would put cream 
sauce on it one day and mint sauce on 
it another day, and occasionally I would 
serve it plain. 

I would be earnest—pleasant—truth- 
ful. If I could not tell the truth, I 
would not tell anything, Advertising 
what you haven't got, or what you 
don’t do, is worse than not advertising 
at all. I would tell people wuy. 

Man is a reasoning animal. He will 
laugh at a joke and admire a picture, 
but the joke and the picture don’t 
prove anything. They are accessories. 
They put him in a good humor. 
Under their influence he loses some of 
his combativeness. He is open to 
reason. It is reason—logic—that makes 
a convert of him. 

“*See that hump ?” is a pleasantry— 
a joke. It opens the way for—*' when 
hooked stays hooked” and THAT is 
what sells the goods. 

I would rather have a store AS BIG 
AS I NEEDED, On a prominent corner, 
than to have one ten times as big in an 
alley. 

I would have a position for my ad- 
vertisement, and depend on that posi- 
tion to make it prominent. I would 
use just enough space te say what I 
had to say in an attractive way, and no 
more. 1 would depend on position 
more than on bigness. 

Then I would keep my advertise- 
ment looking well. I would have its 
windows clean, a nice display of goods 
in them, and attractive cards on the 
goods. I would change the goods, or 
their arrangement, every day. And I 
would employ some one to do it. 


al 


SINCE the Centennial year, 1876, the 
number of newspapers in New York 
State has nearly doubled. There were 
1,088 published then, and there are 
2,131 now. Kansas had then a total 
of 158, and in 1893 the number is 759. 
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READY-MADE ADVERTISEMENTS. 


Original Suggestions From Various Contributors. 






















There’s no fun in 
selling drugs—no fun 
in buying them; they 
are generally bought 
for a serious purpose, 
as medicines for sick 
people. 


PRESCRIPTIONS 


Experience in com- 
pounding is another 
item of importance. 
The blending of drugs 


IT’S A SERIOUS 


For a Drug Store. 


BUSINESS, 


DOCTORS’ 


The first consicdera- 
tion is their purity. 
Adulterated drugs 
frequently do more} 
harm than good, and 
are always of inferior 
quality. They should 
be carefully avoided. 





PURE 
FOOD 


Readers of Printers’ INK are at liberty to make use of any advertisements appearing 
under tiis head, but wi'l confer a favor by mailing a marked copy of paper containing same 
to the editor of Printers’ Ink, Newspaper Pox 150, New York City. 


lor a Grocer. 


PURE 
FOOD 


Summer sicknesses are often brought 
on by partaking of impure food. ‘loo 
much care cannot be taken to avoid 
The surest way is to 
those 


this danger. 
deal only at reliable houses 
who study to please in order to retain 
your custom all the year round, All 
Dairy Products, Canned Meats and 
Fruits, as well as Fish and Vegeta- 
bles, should be used only when per- 
fectly fresh and pure. Our reputation 
is based on supplying constantly the 











requires practical QUICKLY 
knowledge and perfect 

skill, A competent 

prescription clerk 

must have these. 


best qualities in all goods, Our 


prices are governed by these high 


PURE PURE 
FOOD FOOD 


BLONDE & BRUNETTE, 
Casu GRCEKS, 


qualities. 


Then—prices, Given 
the good quality and 
best compounding, the 
cost of drugs need not 
be unnecessarily high. 

reasonable profit 
suits us—we don't 
charge for our expe- 
rience, 
B. BLANK & BRO. 


COMPOUNDED 


For a Hatter. 
If this is the sort of tile you are 
For Real Estate. ‘i 
S wearing 


is much more likely to be made by 
men who ew their homes. The sense 
of ownership is attractive in itself. 


DO YOU 

















it is time you had a new one. 


What You Want is an 


OWN A “ALPINE” 
HOME? hat of the popular pearl-gray tint. 


and if not, why not? The way we sell| It is the fashionable hat for Spring and 
lots, and help you to build thereon,| Fall wear. Soft and comfortable for 





your home will be a deal cheaper than} the head, yet always dressy-looking. 
paying rent for somebody else’s. ; 


BETTER 
SEE US 
ABOUT IT. 


|Some spot in the rain—ours don’t. 
We can give youa hat we guarantee 
for $3.50. A hat not quite so good, but 
' will last through two seasons, for $2.00. 
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For a Shoe Store, ies For a Jeweler, 
A Cool Head — Striking Bargains 
is not more desirable In Clocks. 


in hot weather than 
Clocks that strike and clocks that 
Cool Feet por Be -_ and little pee <4 

and middle-sized clocks, and eve 
KUSSET SHOES are more any sore : ad 


. table 19 scause the lez ‘The Century Dictionary says a bar- 
comfortable to wear because the leather guia te * demctinn toneke a odes 





contains less oil and does not hold the a low price.”” According to that 
: : - B everything in our stock is a bargain. 
heat as do shoes of black leather. Be Everything we sell-no matter how 
sides, light-colored shoes for Summer little or how great the amount of 
om money involved—is sold at a low 
wear are in style. price—quality considered. 
i The special clocks we were think- 
A Good Russet Shoe for ing of are — 
$4.00. The best for $5.00. * 
Gcod value at lower price. The Star-Tiffany Co. 


Fr a Tobacconit 
a i i a i a i i i i i a a 





General Grant’s Death was due 

} to his smoking a cigar made by a man who had a 

; throat disease—so the doctors say. 

t po YOU KNOW that many cigar makers moisten cigar 

t tips with their saliva? 

t DO YOU KNOW that you run big chances in smoking 

¢ strange cigars P 

+ TWO POINTS are embodied in our cigars: 

j PURITY—QUALITY. 

t If vou doubt it, come and see them made. 4 

b en © 0 0 0H 0 HoH 0-H 0 Ho 0H 0H 0S 2H 6-H 0H 1S 0-FS1F2-SSHO 

For a Furniture Dealer. 

a 2 Puzzling to know what to get 
for a wedding present, isn’t it? 

° — @ Letus give you a bit of advice : 


Choose something that is not 
merely ornamental but that will 
e June: @ serve some real purpose in the 
newly organized establishment. 
The bride is sure to have quanti- 


the Month ties of silverware—why not givea 
| piece of furniture such as a patent 
of rocker, a quaint old easy chair, a 


fancy cabinet (she’ll need it to hold 
the bric-a-brac others give her), a 


e Weddings @ music rack, a polished oak table— 
but we couldn't begin to enumer- 
© @ ate here all the suggestions for 


—— wedding presents that our store 
contains. Shall we have the 

& ® ole: P ; ; 
pleasure of showing you around ? 
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WITH ENGLISH ADVERTISERS. 
By T. B. Russell. 

Lonvon, May 24, 1893. 

I promised last week to say some- 
thing on the lessons to be deduced 
from the Pink Pill advertising which 
has been done here of late. Let me say 
at once that, in discussing the results of 
English advertising by the Dr. Will- 
iams’ Medicine Company, I am not de- 
sirous to puff or write up either those 
in charge of the English depot nor the 
company itself. I merely set out to 
discuss the matter as one, I hope, of 
general interest to practical advertisers 
in any field. 

* * x 


* * 


The advertising of Pink Pills here 
has been done in the spirit of a remark 
of the late E. C, Allen, recently quoted 
in this journal—that you need never be 
afraid of putting too many words into 
an advertisement. And it has also 
been carried out with remarkable fear- 
lessness, on the principle that what has 
succeeded largely in one field is worth 
at least a liberal trial in another. It is 
generally thought that matter for ad- 
vertising in England should not be set 
up with a deceptive resemblance to 
reading matter. But this plan suc- 
ceeded in Canada, and it succeeded in 
the United States, and it was thought 
advisable to try it here. The result, 
as I have said before, has been satis- 
factory. The advertising has been 
followed up by a diligent ‘* nurs- 
ing” process applied to the trade, and 


chemists show appreciation of the 
same. 
* * * * * 


We are beginning to have local ‘* mir- 
acles”’ equivalent to those advertised 
so largely in America, and there is no 
question that the methods of support- 
ing the published cases with good evi- 
dence and attestation is approved by 
the result. Our first ‘‘ miracle” was 
at Nottingham, the great center of the 
lace manufacture. I went down there, 
saw the patient, and worked up the 
case, very ably assisted by the staff of 
the best local newspaper, the Notting- 
ham Daily Express, and wide use of 
the facts was made. The result has 
been that the family of the cured man 
have been inundated with correspond- 
ence, showing that people really do fol- 
low up the evidence in some cases, and 
the effect of this local case has been 
distinctly felt in our orders, as better 
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advertising than cases in Canada and 
other distant places. 
* % * * 

Now, the salient characteristics of 
this advertising have been : 

1. Constant change of copy—the 
same matter never used more than 
once, 

2. Reading matter copy always. 

3. Sensational head lines, with, 
however, the term ‘* miracle” always 
used as a leading feature. 

And this has been a signal success! 
Therefore, should any one who has an 
article of any kind to introduce in 
England set to work and advertise it 
on exactly the same lines? Is this the 
best way to advertise a soap, a shoe, a 
mustard, a corn cure, a varnish, a face 
powder, or anything that may be 


named ? 
* 


* * * * 


I think the answer is not difficult to 
perceive, if one considers the question 
thoughtfully. This medicine is a case 
by itself. It is sad generis—a class of 
its own. It is not a purgative pill, or 
a remedy for casual use, but a medi- 
cine to be steadily persisted in and per- 
severed with. A man does not expect 
to say, ‘‘ 1 am a pale person ; I'll take 
a pill and get a color” (as a man may 
say, ‘‘ I’m a constipated person—I'll 
take a pill and get relief”). On the 
contrary, with a remedy like this, any 
one expects to go on taking a course of 
the medicine, as the very large extent 
to which the offer of six boxes at the 
price of five has been taken advantage 
of shows. Now, a person will not em- 
bark on a systematic physicing of him- 
self like this just because he sees a 
wall-poster with the name of the rem- 
edy on it. He needs evidence, and he 
will read evidence with all the more 
patience, because, instead of being 
flung in his face in two-line pica (as it 
may be proper to do in other cases), 
it is set out in the most convenient 
form to be read, namely, in reading 
type—the type which has by its popu- 
larity made itself the standard vehicle 
for the dissemination of news. Also, 
aman who merely wants to wash his 
hands will not read a column of disser- 
tation on soaps and saponification ; it 
is enough to shriek now and then 
‘*Pears’” or ‘‘ Vinolia” just to keep 
him in memory ; but a man ill enough 
to need a course of medicine will take 
trouble in getting at the subject—yes, 
and he will be interested in it, too. 
You need not fear being too minute 
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and explicit. So I think that the suc- 
cess of these pills on the plan adopted 
is readily understandable, without the 
necessary corollary that the same plan 
is universally applicable, without dis- 
tinction, to merchandise of all kinds. 

x * * * * 


The same considerations justify the 
continual change of copy, and I think 
the general principle may be roughly 
formulated that an advertisement that 
is intended to be convincing should be 
regularly changed, while an adver- 
tisement that is intended to be a re- 
minder gains by repetition. We have 
often seen that advertisements are of 
these two sorts. Many good and suc- 
cessful ones do not even mention the 
desirable qualities of the goods. ‘* Good 
morning; have you used Pears’ 
Soap ?” is an instance, and another ex- 
ample may be found in another soap 
**ad "—Brooks’ Soap, which is always 
advertised with the catchword ‘* Won't 
Wash Clothes.” A housewife, I take 
it, does not sit down with aching brow 
and say, *‘ Where can I get asoap that 
won't go hopping about the house 
washing people’s clothes?” It is no 
particular recommendation, this; but 
it 7s a very striking catchword, and it 
makes the thing remembered, which is 
what the artful (and artistic) advertiser 
has been after. It makes people make 
jokes about it and repeat it, and thus 
keeps in mind an article of daily use. 
It would be just as silly for Mr, Ful- 
ford to advertise everywhere ‘‘ Pink 
Pills won't cure squinting” as for the 
soap people to indulge in column and 
a half reading-matter notices to con- 
vince an attentive world that the Mon- 
key Brand Soap really will not cleanse 
the besmirched garment. ‘There is a 
place for every sort of good advertis- 
ing, and each has its proper use. 

* * * % x 

An American correspondent sends 
me the following extract from the Fre- 
mont Daily News, Fremont, Ohio: 

D. W. Krebs has received a letter from J. 
H. Clauss, dated London, oe nee’ Fp They 
arrived in Liverpool in good health the day 
betore, after a voyage without incident. He 
does not seem very favorably impressed with 
London in a great many ways. otel rooms 
are lighted with tallow dips, gas being used 
only in dining rooms and parlors, and butter 
isa luxury. The one noticeable thing that 
struck Mr, Clauss is the prevalence of the silk 
hat. The cabbies and boys of fourteen sport 
them as the regular thing. Shop people size 
up their callers, and do not hesitate to extend 
the hand for an expected tip. There is no 
country like our own, is the summing up of 
our visiting citizen, 
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I quote it merely as an illustration 
of the curious ideas current in the less 
informed circles of America on the 
subject of the country whose advertis- 
ing I try to chronicle here. Whoever 
he may happen to be, ‘* J. H. Clauss’” 
experience of London hotels looks as if 
it were derived from the commodious 
hostelries provided for ‘‘ casuals” by 
the illustrious and reverend ‘‘ General ” 
Booth of Salvation Army fame. Cer- 
tainly nowhere else are ‘* hotel” rooms 
lighted with tallow dips, though wax 
candles are sometimes used in ded- 
rooms. Butter may or may not be a 
luxury ; but it is abundant in supply, 
excellent in quality, and low in price 
all over England. Cabmen and boys 
do not as a rule, or as anything but an 
exception, wear silk hats. Shop as- 
sistants do wof extend the hand for an 
expected tip. ‘‘J. Hl. Clauss” is 
either wildly astray in his statements, 
or else his valuable opinions have been 
cruelly misrepresented. 


aon peer i 
A CHICAGO IDEA OF REFORM 
From the Dial. 

No intelligent and thoughtful man can fail 
to perceive the essential need of a thorough 
refurm of the general tone of our newspaper 
press. 

No better criterion of the general culture of 
any community or section of country can be 
found than is afforded by its newspapyrs, and 
especially by the character of the a:ivertise- 
ments they contain, which are, of course, ad- 
dressed to the great mass of readers by men 
whose interests force them to study carefully 
the tastes of their customers. The character 
of a community is determined by the propor 
tions of its different classes. If I find a pauper 
largely occupied by flaming advertisemenis of 
quack medicines, or of doctors who profess 
peculiar skill, or of articles of any kind to 
which the attention of customers is drawn by 
extraordinary means, or by an effort at wit 
in the wording, the conclusion is forced upon 
me that there must be a large leaven of ixno- 
rance and credulity in the community ad- 
dressed - for no person of even moderate cult- 
ure could fail to be repelled and disgusted by 
it, and the fact that it is continued from day 
to day at large cost to the advertisers proves 
beyond question that they find it to their in- 
terest. 


_—__——< + »_____—__ 


Classified Advertisements. 


Advertisements under this head, two lines_or 
more, without display, 25 cents a line. Must 
d in one week in advance, 
Ww VANTS NTS. 
W E WANT t do good printing for ea 
PRINTEKS’ Ne PRESS, 10 Spruce St., N. ¥ 
NY person advertising nm PRI'ITERS’ INK 
4 to the amount of $10 is entitled to receive 
the paper for one year. _ 
HE vm REE VOTE PENHOLDER (2 cts.) 
fits 300 words w + %. = one dip. 
ALBERT B. KING, 80 William St., 


rien ct. JASS 19th century prusnhen for one 





of the leading newspapers of the U S._ Must 
have highest testimonials. Address * LIGHT 
NING,” care Printers’ Ink 
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7 ANTED—Editorial management of live Re- 
W ——- Carry, eo ears’ actual edito- 
orneee University graduate. W. 
CAMPS LL, 6. ‘52 Wentworth Ave., Chicago. 
DVERTISING solicitor for first-class wees 
and monthly journals at Minneapolis ; 


tion worth $200 a month; state experience anc ref. 
erences. Address * “WEEKLY, ” care Printers’ Ink. 


ie YOUNG MEN—Having name ae one of 

he leading daily newspa) the East 
would like to locate in new fel "East or West. 
Yorresp “D. M. H.,” Printers’ 


Ink. 

\ ANT ADVERTISEMENTS in PRINTERS’ INK 
under this head, four lines (twenty-five 

words) or less, will inserted one time for one 

dollar. For additional space or continued in- 

sertions, the rate is 2 cents a cen Tine each issue 


z EPORTER — Young man man with experience 
wants position. At present with mornin 
r in city of 20,000. Can give A 1 recommen: 

ation “ene present bee roped and cause of want- 
hange. Addregs “C.,” care Printers’ Ink 


ponent Bayon gees acts trade. Ideas on every 
2) of “A ge OF 





vy ih Send for sample page. 
wer SLL & CADY CO., Em rs, Holyoke, nd 


WASTED. To furnish News, Original Stories, 

Miscellany, Farm, Irrigation and Mining 
Articles fora few good ~~ = es. 
qupetionse ce correspond ent : 
JOEL SHOMAKER, 83 ‘* F” St, § "Salt t Lake City, Utah 


\ 7 ANTED—An editor who has 85,000 to invest 
in an afternoon daily. Healthy ; 40,000 in- 
habitants; has press franchise ; free of’ debt ; ; 
making a little money. Must be a good writer, 
Young, sober man wanted. Address“ B. Y. H., 
Printers’ Ink. 
GQ ITUATION Wanted—A yor young man, having a 
\ good education and considerable experience 
asa Seporter, desires a position as a reporter on 


a dail r. Country daily preferred. Can 
furnis Pxvellent references, Piaddress “* RE- 
PORTER,” care Printers’ Ink. 


RANKS WANTED-—To cranks the world owes 

/ its greatest reforms. There is one building 
and loan crank in omy, community, and we 
want to know him. Send a card to THE NA- 
TIONAL BUILDING AND LOAN HERALD, 136 
Liberty St., New rome NT - Br Be 


ASTERN o_o 
4 leading 
by a well- wg a Zpectal agent of experience, re- 
sponsibilit and large acquaintance, who offers 
possible service and refers to past record in 
we line. 


ency agency for one or two more 
estern newspapers desired 


Address “ EASTERN SPRESENTA- 
’ care Printers’ Ink. 


ry’Oan advertising man, who can command a 


‘ood line of eneral advertising, an excep- 
Sens ly fine opportun: is offered. can buy an 
interest in an CoP lishe Neicarnican agency now 


no object 


ye a splendid business. Mon ney 
CONFIDENTIAL,” 


without the man. Address ” 
P. 0. Box 1,370, Bosto: 


W4=- Advertining — | 7 A QUEEN OF 
order —— in 
America. 0600 ties: 46 E 14th St., Y. City. 
—March Ist, ins The Queen of Fashion Union 
re, N. Y, GENTLEMEN: We are pleased to say 
that our returns from the QUEEN OF FASHION 
have been very satisfactory, and we have reason 
to believe it reaches the buying class of women 
very strongly. We have also — your circu- 
lation. ey BRITANNIA 
ANTED. on 
a1. to shares in rellatbte stock company for 
four inches advertising space for three months ; 
ad changed monthly. D vidends declared annu- 
ally. After two years the company will cash, at 
,. value, plus dividends, as many of the 
first 25,000 shares as holders desire. We can ac- 
pe about fifty best offers. Send best terms and 
current copy of paper; also samples of shares 
one = circulars, and state price 
nies order. COLUMBIA RIVER IRRI- 
GATIO & IMPROVEMENT CO., Kiona, Yakima 
County, Washington. 


ADVERTISING AGENCIES. 
yF pt = to advertise anything anywhere 


write to the GEO. P ix — 
ADVERTISING’ CO , 10 Spruce St., New York 


hl 





when cash 
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ADVERTISING MEDIA, 
UEEN OF FASHION, 


GEATILE TELEGRAPH. 





T HE LIVINGSTON ENTERPRISE, the leading 
weekly paper of Montan 1a. 
A LBANY, N. Y., TIMES UNION, every even- 
+\ ing,and W EEKLY TIMES, reach eve’ rybody. 
Largest circulation. Favorite Home paper, 
Wicireulati AGRICULTURIST, Pasine, | Lge te., 
circulation over 30,000, proved by P. 


ipts. Advertising only 20 cents a line w Orld's b 
Fair office 215 Dearborn St., Room 1101, Chicago 


OS ANGELES TIMES—The foremost newspa- 
4 per of the Southern California coast Adver- 
teers rer 42,000 net circulation daily. 
COSTE, Eastern Representative, 38 

Park ‘Row, New York 


Cea. Central, aay veri and Southeast- 

Yhio offer a rich tield for advertisers, 
THE OHIO STATE JOURNAL—Daily, 12. 
p Sanday, 17,000, and Weekly, 23,000—cover 
field. All leading advertisers use it. 


TS JUDICIOUS ADVERTISER always seeks 

attract the attention of the greatest num- 
ber. By using nelly SPOKANE CHRONICLE, the 
eading daily paper of Eastern Washington and 
Northern Idaho, this result is effected. It pays 
to keep everlastingly at it in a paper which 


OO 
the 


every 8. Rates quoted upon application. 

body Ra ted 1 
€ WOMEN receive the QUEEN oF 
200, 000 FASHION each month who are «d- 
ucated ’ up to sending money by mail. a ircula- 
a jaranteed. cts. per line. 46 E 14th St., 
City. O.,, Nov. 25th, 1892. 


CINCINNATI, 
Quer of Fashion, 46 E. sth St. MN. ¥. City. 

GENTLEMEN : Regarding the QUEEN OF FASHION 
as an advertising medium for Derma- Royale, we 
beg to state that yours is one of six publications 
which hes f — us wonderfully well. Yours 
truly, 8 PARVIN’s SONS 


( ‘LASSIFIED ADVERTISEMENTS in PRINTERS’ 
InK begin with a two-line letter, but have no 
other display. Under headings of Advertising 
Medi plies, Miscellaneous and For Sale, 
Posting and Distributing, Ad- 
vertising Novelties, Addresses and Addressing, 
Illustrators and [llustrations and Advertisement 
Constructors, 4 lines (25 words or Jess) will be in- 
serted once or two lines (12 words or less) twice 
for one dollar if the cash accompanies the order. 
Additional space or insertions charged 25 cents 
a line each issue. 


a 
PREMIUMS. 

RB wx FOR PREMIUMS— If you want to use 

books w: prices, 


e can apply, ‘ou at lowest 
Address J. 8. OGILVI Rose St., New 
7 EW illustrated catalogue of the best premi- 
4% ums for new see rs and manufacturers now 
ready Send for itand get new business, HOME 
BOOK COMPANY, 142 & 144 Worth St., New York 
ADDRESSES AND ADDRESSING. 
}* you wish to buy lists of names, advertise for 
them in Printers’ Ink. 
ig = wish to sell lists of names, advertise 
them in Printers’ Ink. 


fork. 








NEWLY-COMPILED LIST of 22,000 aaver- 

tisers, with their commercial rat ting . for #15, 
Fo r fuller information, address PU BL ISHERS’ 
Cc OMMERCIAL UNION, ‘Evening Post Building, 
Chicago, IL 


JERSONS who have facilities for bringing ad- 
vertisers and consumers into contact area 
lists of names and addresses may announce them 
in 4 lines, 25 words or less, under this head once 








for one dollar. Cash with order. More space or 
vontinned insertions 25 cents a line each issue. 
SS +o — 
SUPPLIES. 


I EVEY’S INKS are the best. New York. 
4 


Vy AN BIBBER’S 
Printers’ Rollers. 











PRINTERS’ INK. 


66 praise ” CARBON BLACK. 
For fine Inks—unequalled— —Pittsburg. 
YRY TYPE from BRUCE’S NEW YORK TYPE 
‘I FOUNDRY, 13 a a St., New York. 
Best and cheapes' t. Get their prices before 
purchasing. 
r{’HIS PAPER is peueed with ink manufac 
| tured by the W. D. WILSON PRINTING INK 
Cco., L’t’d, 10 Spruce St.. New York Special prices 
to cash buyers. 


YAPER DEALERS—M. Plummer & Co., 161 


William St., N. Y., sell every kind of paper 
used by printe: rs and publishers at lowest prices. 
Full line qainy of —- Ink 





BILL POSTING & DISTRIBU TING. 


I NAIL up signs ont distribute circulars. 
J. F. ROWELL, Stamford, Conn, 


I: ‘OR the purpose of inviting announcements of 
the addresses of local bill posters and distrib- 
utors, two lines (12 words) or less will be inserted 
twice under this heading for one dollar, or 
three months for #6 50, or #26a year. Cash with 
the order. More evace # cents a line each issue. 


MISC 'E “LL. ANE OUS. S. 
I EVEY’S INKS are the best. New York. 
4 








’AN BIBBER’S 
Printers’ Rollers. 


l IPANS TABULES cure all disorders of the 
stomach and bowels. 


( UEEN OF FASHION, 200,000 proved circula- 
) tion. 46 E. 14th 8t., N. Y. City. 380 cts. per 
line. 


pay ER DEALERS-M. Plummer & Co., 161 

William St., N. , sell every kind of paper 
used by printers and publishers at lowest prices. 
Full line quality of Printers’ Ink. 


»1G BOOST—Entire mailing list Society and 
> Home, Port Huron, Mic: bought. 35,000 
BREEZES. Rates only 10 cents. Send copy and cash 
by 2th. THE BR © PUB. CO., Augusta, Me. 


‘HE new “HANDY BINDER” for PRINTERS’ 
INK is an admirable device for the preserva- 
tion of your copies of PRINTERS’ INK and is 
very neat — serviceable. We will send it, post- 
paid, on receipt of 60c., the cost of the “ Binder.” 
Address PRINTERS’ INK, 10 10 Spruce 8t., N. Y. 


‘é T= PUMPKINVILLE § SQUAKER ” humor- 

ous articles are amusing. I write them. 
I laugh at every one before I send it out, so 4 
know they’re funny. I sell them to publishers 
let me send you some to look over ; they’ 
type written. . C. WELLS, 119 De Kalb Ste 
Chicago, Il. 


ig the readers of Printers 9p sad Ay 4 have 
not already received co; he Mag- 
nificent Catalogue of “ KELL IGG % Lists ” will 








be sent free y my Fy ve ae ME This book con- 
tains nearly ¢ Hundred l-page Illustra- 
tions representing fac-similes, in colors, of 


some of the leading art’ — advertised in those 
celebrated lists A.N KELLOGG NEWSPAPER 
COMPANY, 67 Tribune Building, New York, and 
370 Dearborn St., Chicago. 


FOR SALE, 


1 BUYS lines. _ 50,000 — proven. 
8 WOMAN'S WORK, Athens 


( ‘AZETTE ADVER’T RECORD—¥or A» #1. 
I Testimonials. GAZETTE, Bedford 


I ANDSOME IL! i USTRATIONS for papers. Cat- 
alogue, 2c, AM. ILLUS. CO., Newark, N. J. 


&* 3, 000 oi PLANT for $1,500. Chance of 
a lifetime to get into business for 
younsil. Address * CARRIER 9,” Akron, O. 


onze, Country Ty Press in good order. Ca- 
pacity 2 vo per hour. Also Brown folder 

as good as Will be sold at a bargain. 
“HH. M. D.,” P printers” Ink. 


th )R SALE—Southern afternoon paper in city 

centrally located ; 25,000 inhabitants ; three 
through trunk tines ; healthy. Large cireula- 
tion ; good advertising patronage Address, for 
particulars, “8. A. P.,” care Printers’ Ink. 
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proage SALE—A R a 
office within 50 miles of Des Moin 

Town bed Risser aad will oa “it. Malt 

cash. Ink 


SHUNTING OFFIGE—Cost $1,000, ow J busi- 

Best cash offer over cepted. 

Send. Tor inventory. . WwW EELER, 2,614 
Polk St., San Francisco, Cal. 


I AVING made enough money in ten years 

from my weekly newspaper to retire from 
business, I will sell it, whole or part. Plant 
worth $6,000. Big | profits, Prosperous Western 
locality. Easy terms. “ Z.,” care Printers’ Ink. 


\ 7HITE MOUNTAINS~For sale or to let, a 
handsome, roomy, attractive summer resi- 
dence and farm; fully furnished and stocked. 
For illustrated descriptive circular a d full par- 
ticulars, address “G. P. R.,” P.O, Box 672, 
York. 
Tos SALE—One of the best class papers pub- 
a Advertising columns eatraing $00 
and contracts to show forit. Su 
= pay printiog expenses. Sixth vo! 
$5,000. Address “E. I. B.,” care 


ary. list 
ume. rice 
Printers’ Ink. 
FFICE ne SALE—A well-equipped, lon; 
( ae blished book and i a pens: office f 
a tive we growing city of -_ 
—— steam power, 6 
ots 


f type, fine location -splenc 
active 
dress 


power ‘cutter, 
lendi opening for 
oung men with moderate ca P Ad- 
ASTERS & STONE, Syracuse, 


roe SALE—One of the best-equip 
prosperous weekly newspaper and 

ing offices in Colorado. Official county anc uty 

paper; 12 years old. Ann income, 

‘hree presses, steam, sm conse 5 ty, 
paper cutter, etc. Town of 4,000 ; Bos Ae smones, 
payroll. Most equable climate in State. 
complete, #5,000 ; half cash, balance to suit. Par- 
ticulars from A. R PELTON, Salida, Colo. 


pred, mo 


ILLUSTRATORS A ND I ILLL ISTRATIONS. S. 


I ANDSOME ILLUSTRATIONS for papers oF 
alogue, 25c.* AM. ILLUS. CO., Newark, N 


roe proofs of attractive advertisin, cuts, pe 
a two-cent stamp to — auaees AN ENG, 
CO., 19 Beekman St., 


Ye 4 CUTS—of sketches, by proteastonal 
3) illustrator free b: Average cos 
$1.00 each. 8S. P. MOOR iS ‘undison St, Chi 
cago, Ill. 


A= a ~ cuts suitable for any business. 

Send for catalogue free. Address MER- 
CHANTS’ ADVERTISING CO., Scott & Bowne 
Building, New York. 


ew Yo 


ADVERTISEMENT ( CONSTRU ICTORS. 


DS of all kinds, primers, pamphlets and cata- 
4 logues prepared in o: original, effective forms. 
Illustrations made and entire chi of mechan 
ical work assumed if desired Address JOHN Z. 
ROGERS, 769 Monroe St , Brooklyn. 


‘(ease convincing circulars and booklets, 
Snap, style and logic in them. I do this 


work particularly we a8 i opp 


mont —wholly on sper al, and at prices rea- 
oa y, high. CHA ES A! BATES, Indianap- 
olis, Ind 





ADVERTISING NOVELTIES. 
\ AILABLE novelties wanted. A. D. PER- 
i KINS, 11 & 13 Center St., New Haven, Conn. 
ETTERS reproduced ; any quantity (deceptive 
4 imitations). Individual 5 added t 


match. KING, 89 William St N 

“LOCKS for advertising urposes, the hun- 
( / dred or thousand ; mace igh a with 
advertisement on dial. Add H THOMAS 


CLOCK CO., 49 Maiden Lane, New York. 


Mix NUFACTURERS and others using small la- 
bels in ¢ ——. should write for prices to 

JOSEPH C.DUPORT, label printer, Westfield,Mass 

Cheaper grades in large quantities a specialty. 


|: “OR the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as —— as advertiser, 4 lines, 25 words or 
less, will be inserted under this head once for 
one dollar. Cash with order. More or con 
tinued insertions 25 cents a line each ie. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 
Issued every Wednesday. Subscription Price: 
Two Dollars a year. Three Dollars a hundred ; 
singlecopies, Five Cents. No back numbers. 


joun IRVING ROMER, EDITOR. 








NEW YORK JUNE 14, 1893. 








THE present condition of the adver- 
tising business is conceded to be un- 
precedentedly dull. In view of a large 
expenditure for exhibits at Chicago, the 
appropriations for newspaper advertis- 
ing have been cut down below the 
usual figure. Manufacturers have tied 
up money in preparing to meet the 
demand which it was anticipated would 
result from the Fair. It is at present 
too early to expect these increased de- 
mands, It is believed, however, that 
when railroad fares are further re- 
duced, and the Exposition is under- 
stood to be complete, great crowds will 
visit the Fair, and increased activity 
in all kinds of advertising will eventu- 
ally more than make up for the present 
dullness. 

Another factor in the present situa- 
tion undoubtedly is the stringent money 
market, which affects all branches of 
commerce, and is felt reflectively by 
advertisers. Apprehension of tariff 
tinkering under the new administra- 
tion has also altered the plans of ad- 
vertisers in some lines. 

Taken altogether and in connection 
with the usual summer dullness, the 
present outlook for newspaper adver- 
tising is anything but encouraging. 





In the ‘‘ American Newspaper Pa- 
vilion,” at the Centennial Exposition, 
in 1876, every newspaper in the 
United States, excepting four, was 
on file and available for any visitor 
who might call for it. In this particu- 
lar, at least, ’76 was ahead of the 
World's Fair of ’93, where nothing of 
the kind has been undertaken, 





S. H. KAUFFMAN, president of the 
Washington Star Newspaper Co., says 
of the Chicago Fair: ‘It is a big 
thing, literally the ‘ greatest show on 
earth,’ and I don’t believe any person 
now living will ever see its equal in all 
respects, in any country.” 


PRINTERS’ INE, 





THE whole number of persons of 
African descent in this country, accord- 
ing to Mr. Porter's census, is just 
7,470,040, and the whole number of 
newspapers devoted to the interests of 
the African race is, according to the 
American Newspaper Directory, just 
130. Virginia has the largest number, 
Chicago the one of largest circulation 
(13,358); but the ** Afro-American 
Fournal of Fashion” is in Cleveland. 
For proper kinds of advertising these 
papers may be used to advantage. 





‘*AMERICAN Advertising Agency, 
owned and operated by the American 
Type Founders’ Company. Paid up 
capital, $9,000,000." This is the at- 
tractive heading of a typewriter com- 
munication recently received by many 
newspaper publishers, The credit of 
the new agency will not be questioned. 
The plan upon which it will conduct 
its operations has merit. ‘Ihe success 
or failure of the enterprise will depend 
upon the business ability of the man- 
agement. The nameof John J. Palmer 
is signed as manager, and the office is 
in ‘Temple Court, New York City. 








ON another page are printed some 
original ‘‘ ready-to-use” advertise- 
ments, adapted for various retail busi- 
nesses. <Any reader of PRINTERS’ 
INK is at liberty to make use of these 
suggestions, foc which no charge what 
ever will be made. If local advertisers 
appear to value this department, it will 
be continued as a regular feature of the 
paper. 

The advertisements may be repro- 
duced exactly as given here, or the 
type reduced or enlarged to fit differ- 
ent spaces. It is only necessary to at- 
tach the advertiser’s name and address, 
though in some cases it may be deemed 
best to add an announcement of special 
bargains. The specimens shown will 
be prepared by experienced and well- 
known advertisement writers, and will 
be given for what they are worth. Of 
course, every advertiser must be his 
own judge as to their value in his par- 
ticular business. 

An annual subscription to PRINTERS’ 
INK costs but $2. Subscribers, there- 
fore, besides securing a large amount 
of entertaining literature touching on 
all phases of advertising, can avail 
themselves of the service of leading 
experts at the minimum cost of four 
cents per week, 








PRINTERS’ INK. 


AMONG the ‘‘don’ts” of an adver- 
tiser this should be invariably ob- 
served : ‘* Don’t write to advertising 
agencies, and then to publishers for 
an estimate upon the same advertis- 
ing ; that is, if you intend to do the 
work,” It goes without saying, that 
in almost every case the agent's price 
will be lowest; but if the order is 
given, he is hampered by the publish- 
er’s reply that he has already named 
a price direct, and his belief that in 
some way he may get that price, and in 
the end the advertiser has to pay dear- 
ly for his own cuteness, 





STUDENTS of postal usages cannot 
fail to be interested in the inquiries 
being instituted by Edward A. Oldham, 
General Manager of the Associated 
Industrial Press, and the result thereof 
as printed in these columns from week 
to week. It is comforting to read Mr, 
Oldham’s assurance that the new Third 
Assistant Postmaster-General ‘‘ goes 
into office without any of the prejudices 
against the class and trade journals of 
the country which seemed to character- 
ize his predecessor, and the legitimate 
business publications of the land will, 
in all likelihood, find Mr. Craig an 
equable and courteous official, who 
amply recognizes the fact that business 
journalism has evolved into a power for 
good to the commercial world that 
demands more than ordinary considera- 
tion.” 





A WESTERN publisher asks us for 
our opinion on the following subject : 

Are advertising agents an advantage to 
newspaper men? 

The reliable advertising agency per- 
forms valuable service for the dest 
papers. The proportion of business 
received through agencies is nearly in 
ratio with the prominence and recog- 
nized value of the paper. To incon- 
spicuous papers the advertising agent 
is of little service. The most promi- 
nent papers everywhere speak most in 
favor of the reliable agent. The 
special agent does dest service for the 
publisher and himself too, because his 
efforts are concentrated. 

On the other hand, there are some 
large advertisers who deal with small 
papers only through advertising agents, 
although all contracts with important 
papers are made direct. The saving 
of labor in making 3,000 or 4,000 con- 
tracts ata clip, instead of separately, 
is appreciated by advertisers of this 
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class, and it is probable that if they 
were deprived of the agent’s assistance, 
much of their business would be lost 
to the smaller papers. 





IN its argument against mammoth 
newspapers (reprinted elsewhere) the 
San Francisco Argonaut is mistaken 
in assuming that they are not profit- 
able to the publisher. The World’s 
Fair edition of the San Francisco 
Examiner was one of the papers 
specially mentioned in this article, but 
Mr. C. M. Palmer, its manager, in- 
forms us that among its 120 pages 
were 421 columns of advertising, rep- 
resenting over $70,000 in contracts, 
This, we are informed, allowed a profit 
to the publisher, notwithstanding the 
large edition of 500,000 copies, Its 
list of contributors includes some of 
the best known literateurs and journal- 
ists in the country, and, although no 
one is likely to read the paper from 
beginning to end, it will be scanned 
with more than ordinary interest. The 
value of a public library is not the less 
apparent because every user does not 
read all the books. 





ACCORDING to Sell’s Dictionary of 
the World’s Press, 4,965 daily news- 
papers are printed in the entire world, 
of which more than one-third are in 
the United States. New York State 
alone has a larger number of newspa- 
pers than are found upon all continents 
south of the equator. Great Britain 
has 200 dailies, and the number of pa- 
pers published in Paris is 141. China, 
with a population of more than four 
hundred millions, has but ten dailies, 
and fourteen of all other issues. 





THE name of a newspaper, if the 
newspaper itself is one of merit, be- 
comes, as time goes on, of very great 
value to its publishers. Who does not 
associate with New Orleans the Picay- 
une, or “the old Pic,” as it is often 
called? It was established in 1837, and 
has always stood in the first rank in 
journalism. Recently it has absorbed 
the De/ta, another paper whose name 
had a fashion of sticking in one’s 
memory. 





The Matrimonial Column.—Winks : 
Did you know that Freshby recently adver- 
tised inthe Whirled for a wife? 

on ; did he receive any replies? 

inks—Yes; eighteen husbands wrote of- 
fering him theirs,—Zown /opics. 
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“POSTAL REFORM.” 


From the American Advertiser Reporter. 
The Zvening Post, May tst, has a 
communication which is understood to 
have been written by Col. James Gayler, 
assistant postmaster of New York, upon 
the subject of second-class matter, and 
offering suggestions which he believes 
would, if adopted through the necessary 
legislation, operate to remedy in great 
part one of the most serious of the de- 
fects complained of—the delays in dis, 
patch and delivery of mail matter—by 
suppressing the gross abuses which 
have arisen under the present law. 
There is probably no one in the post- 
al service who understands the subject 
treated of better than Col. Gayler. His 
long experience in the service and his 
position as practically the working head 
of the principal office, through which 
passes the great bulk of all classes of 
mail matter handled in this country, 
would alone entitle his views and sug- 
gestions to great respect, without taking 
into account the particular qualifica- 
tions of his mind, governed by common 
sense and conservatism. He says: 
The law in force prior to the passage (1879) 
of the present statute confined its definition of 
second class matter to a few lines which de- 
clared it to embrace ‘‘all newspa pers, maga- 
zines, and periodicals exclusively in print, and 
regularly issued from a known office of publi- 
cation, without addition by writing, mark or 
sign, and addressed to regular subscribers ’’— 
excluding from that class ‘* regular publica- 
tions designed primarily for advertising pur- 
poses or for free circulation or for circulation 
at nominal rates,”’ and forbidding the mailing 
of ‘“* specimen copies’’ except when prepaid at 
third-class rates by postage stamps. There 
was no attempt at a minute and elaborate def- 
inition of newspapers, magazivesor periodicals, 
no restriction or dictation as to the subjects to 
which they should be ‘‘ devoted,” and no re- 
quirements that publishers should as acondi- 
tion precedent to their admission as second- 
class matter, make answers under oath to a 
long series of questions, Asa consequence of 
the simplicity of the provisions of law and reg- 
ulations, friction between the Post Office De- 
partment and publishers was,if not wholly 
unknown, of rare occurrence, Everybody 
concerned accepted the words ‘‘ newspapers, 
magazines, and periodicals’ as covering all 
publications usually known by those names, 
and there was nodifficulty in defining a ** reg- 
ular subscriber.” There were few attempts 
to evade the law, and the lives of postmasters 
were not made miserable, nor the time of De- 
partment officers wastefully consumed, by 
vexatious disputes as to whether or not this or 
that publication was entitled to admission to 
the mails at second-class rates, Publishers 
““devoted”* their pericdical publications to 
what they pleased, paid their postage in cur- 
rency on their copies to regular subscribers, 
and by postage stamps, at third-class rates, on 
the ‘* specimen copies’ they circulated with a 
view to obtaining more subscribers, and gen- 
eral peace and harmony were the rule, 
But with the passage of the law of 1879 all 
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this waschanged, In addition to the long list 
of the “ statutory characteristics” of second- 
class matter, the fatal words “including 
sample copies” were inserted in the section 
which fixed the rate of postage; and then 
began the trouble which has continued to this 
day, increasing with the increase in postal 
business,and which has been the fruitful 
source of embarrassment to the service, an 
annoyance to its officers and to publishers, and 
of ill-feeling, complaint, and vexation of all 
sorts besides furnishing an opportunity, which 
has been eagerly seized, for burdening post- 
offices and congesting the circulation of the 
mails with tons of trash in the guise of second- 
class matter to be carried, repeatedly handled 
in detail,and delivered as ‘* sample copies,” 
at a merly nominal rate of postage,to the 
chronic disturbance of the service,an enor- 
mous loss to its revenues, and to the detriment 
of the business and interests of publishers of 
bona-fide newspapers and periodicals,and of 
the senders of mail matter of other classes 
whose packages, honestly prepaid at rates 
prescribed by law, are delayed in dispatch and 
delivery by reason of the huge loads of 
“sample copies’ of mere imitations of news- 
papers which are really circulars in thin dis- 
guise, and frequently issued solely as aids to 
fraudulent schemes conducted by their pro- 
prietors, 

I think it a fatal defect in the existing stat- 
ute, and in the regulations which embody the 
Department’s constructions of its provisions 
that the attempt is therein made to extend the 
functions of the Government beyond wise and 
proper limits by too minute and careful a scru- 
tiny into the private business affairs of citi- 
zens. 

This defect is conspicuous in the questions 
which publishers are required to answer under 
oath on making application for entry of their 
publications, concerning the compensation of 
editors, the interest of the proprietors or e- 
itors in any business represented by the pub- 
lication, the methods by which the persons to 
whom sample copies are to be sent are pro- 
cured, etc., etc., and in the statutory provision 
that a publication, in order to be entitled to 
admission to the mails as second-class matter, 
** must be originated and pullished for the dis- 
semination of a public character (7. ¢., news) or 
devoted toliterature, the sciences, arts, orsome 
special industry, and haviny a legitimate list 
of subscribers.” If the last of these require- 
ments is fulfilled—that is, 1f a number of per- 
sons are interested in any subject, whatever it 
may be, not included in the above list, to 
which a periodical is ** devoted,’’ and desire 
to receive regularly information concerning 
that subject, and manifest such desire by pay- 
ing a subscription price in order to so obtain 
it—it is not clear on what yround the Govern- 
ment has the right to refuse to the publication 
the same right and privileges it accords to 
other publications * devoted’ to one of the 
subjects named in the law. Consistency and 
fairness would scem to require that any pe- 
riodical publication which supplies a want on 
the part of any portion of the community 
when that want is indicated by the payment 
of a subscription price—shall receive the same 
privileges as any other, 

The object of this portion of the law, and 
of the further statutory provision excluding 
from the second-class periodicals ‘* primarily 
designed for advertising purposes,”’ is to pre- 
vent the abuse of second-class privileges by 
persons issuing periodicals for the purpose 
of advertising their own wares or merchandise 
or those of some particular person or firm; 
but it is difficult to see what essential objection 
will lie against a publication of that character 
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which would not apply to one which contains 
the advertisements of a thousand persons or 
firms—as do several of the large daily news- 
papers, which in one sense are ‘* primarily 
desigued for advertising purposes’’—it being 
well known that their receipts from sales and 
subscriptions would not be sufficient to main- 
tain them except at a loss were it not for the 
advertising patronage. If it were possible to 
scrutinize the workings of the mind of a person 
proposing to go into business as the publisher 
of a daily newspaper, it would probably be 
found that that the “‘primary design” in 
so doing was to secure profitable returns on 
his investment, and this he could not do unless 
he devoted a large, if not the larger part of 
the space in his paper to advertising purposes. 
Of course he could not receive remunerative 
advertising patronage unless he could obtain a 
large circulation; and this he could not obtain 
without making his paper so interesting that 

eople would be induced to subscribe for or 

uy it. If the publisher of any periodical can 
do this, there is no apparent reason why his 
publication should be excluded from second- 
class privileges, even if the advertising matter 
in the publication is confined to offers of his 
own goods of any kind, or those ot any other 
single person or firm ; but neither he nor any 
other publisher should be allowed to send by 
mail copies of his publication to those who 
have not paid for it, nor expressed any inten- 
tion of paying for it, in order to induce them 
to buy or subscribe for it, at the same rate of 
postage at which subscribers’ copies may be 
sent. 

The low rates of postage on printed matter 
were not “primarily designed’’ to benefit 
publishers by enabling them to send their 
wares, or samples of their wares cheaply by 
mail; but to encourage the spread of educa- 
tion and intelligence among the people, by af- 
fording them liberal facilities for obtaining 
such reading matter as they desire ; and there 
is no reason why a publisher should be allowed 
to thrust his publication —largely at the public 
cost—upon people who have not asked or paid 
for it, and perhaps do rot desire it—at the 
same low rate as is accorded in the case of 
copies to actual and bona-fide subscribers. 
Postage on ‘sample copies’? should be re- 
quired to be prepaid at the same rate (one cent 
per four ounces), which the general public is 
required to prepay by stamps on “transient ”’ 
second-class matter, except that the unit of 
weight should be ove pound, and postage be 
prepaid in currency at four cents a pound, 
This increase in rate would do away with 
most if not all of the socalled newspapers 
which are mere *‘ house organs"? end adver- 
tising sheets, depending mainly for their cir- 
culation upon “sample copies’ and for their 
profits upon the sale of the proprietors’ goods, 
while it would impose a slight additional tax 
on those publishers of dona-fide periodicals, 
who asa rule send sample copies at frequent 
intervals and in comparatively small quan- 
tities, and whose profits froni both subscrip- 
tions and advertising are now diminished by 
the wholesale and constant distribution of 
“samples”’ of alleged newspapers containing 
sufficient interesting reading matter to pre- 
vent their being cast aside as worthless by 
their recipients, but which are sent, not to in- 
duce subscriptions, but to promote sales of the 
articles (mostly rubbish, or worse) advertised 
in their columns. 

In brief, any periodical publication whether 
apparently ‘* primarily designed "’ for advertis- 
ing purposes or not, or whether *‘ devoted to”’ 
anything or to nothing in particular, should 
be entitled to be forwarded by mail at a cent 
a pound to any person who /ays an actual 


{not nominal) subscription price for it; but 
when sent to persons who do not pay such a 
subscription price, and to whom it is sent by 
the publisher as a “ sample,’’ postage should 
be prepaid thereon at a reasonable “ sample”’ 
rate—tour cents a pound, If the publisher 
can make it so interesting that people will and 
do subscribe for it in sufficient numbers to 
make the publication profitable, it will live. 
If he cannot do this (and if he is debarred 
from gorging the mails and post-offices with 
**sample copies’’ by reason of the high rate 
of postage thereon) it will die,and he will be 
the only mourner. No mere “advertising 
sheet ’’ would be likely to survive under these 
conditions, 

Legislation covering the above suggestions 
would promote the interests ot all publishers 
of legitimate second-class matter, accelerate 
the dispatch and delivery of matter of all 
classes, and put an end to the loss and incon- 
venience, wearisome discussion, and unseemly 
strife that have resulted from the present law 


and practice, G. 
New York, April 21. 
Supplementing this the following 


from another correspondent is interest- 
ing : 

To the Editor of the Evening Post: 

Sir: your correspondent ‘ G.,”’ who gives 
two columns of suggestions about second-class 
matter in your issue of Monday, May 1, will 
be generally recognized as Col. Gayler, the 
efficient Assistant Postmaster of New York 
since a time to which the memory of man run- 
neth not to the contrary. 

On the 13th of April, 1892, the New York 
Board of Trade and Transportation, after a 
discussion of this subject of postage of second- 
class matter, express:d its views in the fol- 
lowing resolutions: 

‘* Whereas, books, periodicals, newspapers, 
and other printed matter disseminate and pre- 
serve useful information, advance civilization, 
and increase and facilitate business ; it is wise 
to provide for their distribution at as low a 
rate as can be afforded, and as attempts to 
classify and discriminate have a tendency to 
repress or injure useful enterprises, 

** Resolved, that in the opinion of this board 
the postage on all classes of printed matter 
should be uniform,” 

It is probable that this resolution indicates 
the fairest method of dealing with the subject, 
but if it became the law, it would increase the 
postal deficiency or necessitate an increased 
price for carrying printed matter, It would 
also do away with some special privileges to 
which newspaper men are so attached, notably 
that which permits the local weekly to be 
mailed to county subscribers postage free. 

If this resolution had the force of law, it 
would become possible to mail a three-volume 
paper-covered novel at one time, without pay- 
ing more postage than would be demanded 
for sending the same in quarterly, monthly, 
or weekly parts, as now practised, necessitat- 
ing perhaps fifty-two deliveries instead of one, 
It would then cost no more to send a ton of 
seed catalogues or testaments than the same 
weight of story-papers or weekly police 
records. 

Col. Gayler's plan has this advantage over 
the other; that it will be so much more satis- 
factory to newspaper men, and elicit very 
much less criticism or opposition, Every pub- 
lisher of a bona-fide newspaper will, I think, 
admit that Col. Gayler’s recommendation is a 
wise one. I wish that it might become the 
law ; 1 wish also that the appropriation for 
postal service might be adjusted on a basis of 
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greater fairness to New York city, and that 

the good Colonel might, through one admin- 

istration, write his title Postmaster, omitting 

the word Assistant. ss ¢ 8 
New York, May 2. 


eae 
MAMMOTH NEWSPAPERS. 


The daily papers, many of them, 
continue to put out special issues of 
enormous size, notwithstanding the 
crilicisms that have been directed 
against them. ‘The Argonaut, of San 
Francisco, sums up these arguments 
in a way to warrant a reproduction of 
its remarks : 


Tue Argonaut has received a copy of the 
anniversary Wordd of New York, a newspaper 
consisting of 100 pages, of eight columns each, 
printed for the most part in fine type. I[t ap- 
pears to be full of more or less instructive and 
entertaining matter, In a few days, as we 
understand, we slall receive a copy of a 
World’s Fair Examiner, which will embrace 
a hundred and twenty pages of similar matter 
—also set in fine type. A fortnight ago the 
Chronicle issued a paper of nearly a hundred 
pages, containing valuable statistics and much 
other good matter—also in fine type. When 
we gaze at these wonderful emanations of the 
printing-press, we are reminded of the old 
theme of college debating societies—whether 
the world has been injured or benefited by the 
discovery of printing ? 

If the object of putting forth printed mat- 
ter is to have it read, that object is not at- 
tained by these publications. To bring these 
seven or eight hundred columns of type within 
the visual angle, a machine would have to be 
constructed for the purpose, A newspaper 
can be folded six or ei ht times across, if nec- 
essary ; a book may be held in the hand at the 
proper distance from the eye; a dictionary 
may be laid flat on the table and its pages 
turned with the fingers. But these monstrous 

ublications can neither be folded, nor held 
in the hand, nor laid on a table, unless it is 
cleared of everything to make room for them. 
The only way of getting at their contents 
would be to fasten them on a sloping shelf, 
as files of papers are exhibited at public libra- 


ries, 

And if this physical age | were over- 
come, where is the man who could afford time 
to read a copy of the anniversary /Vor/d 
through? Inthe old days strenuous Protest- 
ants used to teach Sunday-school pupils that 
if they began to read the works of Martin 
Luther at the age of fifteen, and read six 
hours a day steadily, they would be ninety 

ears old before they were done with the 
Monk of Wittenberg. However this may be, 
it is safe to say that if a subscriber to the 
World were to in to read aloud this anni- 
versary copy at the present season, the snow 
would be flying merrily in the streets of New 
York before he was done, Such an exercise 
would be an exorbitant devotion of time to 
one work of letters. Even allowing, as physi- 
cians do, that the span of human life has been 
extended from three score and ten to four 
score, no man can afford togive the hundredth 
part of his active life to the perusal of one 
newspaper. It would undoubtedly lead to 
softening of the brain. 

And if such mammoth yaa are not read, 
why are they issued? They cost money—a 
great deal of money, The white paper costs 
money, and so do the composition, the press 
work and the ink ; and it is to be hoped that 





the writers who compose or compile these 
endless columns of nonpareil and minion get 
their just reward. From first to last the drain 
upon the cashier's office for the manufacture 
ot a leviathan sheet must be prodigious, It 
is explained on the theory that it is a grand 
advertisement. That is not so certain. ‘l'o 
attain its end, an advertisement must attract 
and retain for a given time the attention of 
the public, That end, however, these mam- 
moth sheets most certainly do not accom- 

lish, As they can neither be carried in the 
and nor folded into the pocket, the first im- 
pulse of the buyer upon whom they are thrust 
is to get rid of them in some way—to throw 
them in the gutter or foist them off on some 
simple child. They are received gratefully 
at the Chinese wash-houses; but there is not 
a laundry at every corner, If no one will 
carry them home, or receive them at any 
price, how can they be serviceable as an ad- 
vertisement? It would be far more to the 
purpose to hire an elephant, with a brass band 
on his hack, and to send him through the 
streets distributing dodgers: ** Buy the Daily 
Fake!” 

As to the advertisements and the reading 
matter contained in these mammoth shects, 
they are lost to mankind, They could not be 
more thoroughly buried if they were sunk to 
the bottom of the sea, In such an ocean of 
type it is impossible to find anything. The 
\Vorld anniversary paper might contain post- 
humous verses by ‘l'ennyson, posthumous his- 
tories by Macaulay, “ How to bring up a 
Family,”” by Queen Victoria,” ‘* Advice to 
Young Girls,” by Queen Isabella, ‘*What I 
think of Myself,” by Grover Cleveland, and 
**Some Notes on the Melody called ‘ The 
Bowery,’ '’ by Guiseppe Verdi, yet no one 
would be the wiser. Whatis put in a mam- 
moth sheet is put there to stay and to be hid- 
den for all time from the eye of man, ‘There 
was an old monk at Cyrene who found a lost 
book by Athenzus, full of profound learning, 
exquisite jests, and, alas! highly improper 
stories. Being a moral man, concerned for the 
morals of his contemporaries, he buried it in a 
well, and had the well filled up with stones. 
If he had lived in our day he weuld have ac- 
complished his purpose by sending the work 
to the editor of a leviathan paper. 

When the extra sheets are filled with 
“write-ups,” disguised puffs of men or 
things, which are duly paid for by the bene- 
ficiary, there may be an excuse for the pro- 
fusion of paperardtype. but the puff busi- 
ness generally costs a newspaper more in char- 
acter than it yields in dollars. It is, of 
course, valueless as an advertisement for the 
sheet which accepts it, It is also valueless to 
the advertiser who inserts it. The peculiar 
persons who hire newspapers to discuss them 
as great men for a dollar a line, probably read 
these puffs. So do the printers and prouwf- 
readers. But nobody else does—not even the 
men who wrote them, 

The more the’ mammoth sheet is studied, 
the less it seems to be worth as an advertise- 
ment, There is but one way in which a paper 
can advertise itself in its own columns. That 
is by publishing good matter—the best that 
can be had; matter that will be read, and, 
being read, will be remembered; and matter 
printed in such clear type and in such a sha 
that the wayfarer will be tempted to read it. 


> 








A Satisfactory Explanation—Visitor 
(in newspaper office) ; ‘‘ What is that terrible 
volley of profanity I hear?” 

Boy—‘' That’s the religious editor making 
up the forms.—/udge, 
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POSTAL USAGES. 


New York, June 7, 1893. 


Manager Associated Industrial Press, 918 F 
Street, N. W., Washington, D. C.: 

Dear Sir—Enciosed are two copies of a 
paper called Munyon's, entered at Philadel- 
phia post-office as second-class matter, 

We notice that the Munyon Homeopathic 
Remedy Co, advertise to a considerable ex- 
tent in this publication, 

Will you be good enough to exhibit it to the 
Third Assistant Postmaster-General, and 
learn whether this magazine, on the face of 
it, would be considered as issued primarily 
for advertising purposes? 

Picase return the enclosures with your re- 
port and bill for services to PrInTERS’ INK, 10 
Spruce street, New York. 

P. S.—The papers can be left with the 
Third Assistant Postmaster-General, if de- 
sired. 


WASHINGTON OFFICE 
Tue AssociaTED INDUSTRIAL PREss, 
918 F Street, Northwest, 
Epwarp A, OLpuHam, Gen’! Manager, 
Wasuincton, D, C., June 8, 1893. 


Publishers of Printers’ Ink, 10 Spruce 
Street, New York, N. Y.: 

GenTLeMEN—The ‘third Assistant Post- 
master-General, upon being shown the copies 
of Munyon and on being asked by our repre- 
sentative if he would express his opinion as to 
whether or not the same were issued fri- 
marily for advertising purposes, said he 
would not attempt off-hand to give an expres- 
sion upon that point, but he made known his 
desire that the copies be left with the De- 
partment for the purpose of an investigation, 
which indicated significantly that he had very 
serious doubts as to the right of the publica- 
tion to the use of the mails as second-c'ass 
matter. 

Mr. Craig asked that our representative see 
Mr. Fountain, and have him pass judgment 
upon the point involved. ‘Ihe chief of the 
Stamp Division, immediately upon seeing the 
copies which were handed him by our repre- 
sentative, said that, on the face of it, he 
would venture the “ unofficial opinion” that 
it was an advertising sheet, issued primarily 
for the purpose of advertising the medicines 
of the Munyon Homceopathic Remedy Com- 
pany. He said that this was the first knowl- 
edge the Department had had that this pub- 
lication was abusing its second-class privi- 
leges, and repeated the desire of Mr. Craig 
that the copies be left with the Department 
for an investigation. He said that when the 
application for entry as second-class matter 
had been granted, he could assure us that the 
copies passed upon were totally different from 
these, so far as their containing any indica- 
tions that they were designed to advertise med- 
icines manufactured by the publishers. 

Very faithfully yours, 
AssociaTED INDUSTRIAL PREss, 
Per Manager. 

According to your instructions, the papers 
were left with the Department, 

New York, June 6, 1893. 
Manager Associated Industrial Press, 918 F 
Street, N. W., Washington, D.C. : 

Dear Sir—Enclosed we hand you an an- 
nouncement made by the Press of Greens- 
burg, Pa., for the purpose of securing sub- 
scriptions, 

You observe that the subscription price is 
$1.50 a year; but every person serding $1.50 


is offered not only the weekly Press but the 
weekly New York 7yibune also, without 
extra charge. This would appear to be circu- 
lating the 7ribune FREE, 

Will you please call upon the Third Assist- 
ant Postmaster-General and submit this cli 
ping to him, and learr from him whether the 
Press is violating any law in issuing such an 
offer. Very respectfully, 

Foros or Printers’ Ink. 
WasHINGTON OFFICE ] 
Tue Associatep INDUSTRIAL PREss, 
g18 F Street, Northwest, 

Epwarp A, O_pxHam, Gen'l Manager, 

WasuincrTon, D, C., June 7, 1893. 
Publishers Printers’ Ink, 10 Spruce Street, 
New York, N. Y.: 

GeNTLEMEN: Upon receiving your letter 
containing the announcement made by the 
Greensburg, ,Pa., Press, our representative 
called upon fon: Kerr Craig, the new Third 
Assistant Postmaster-Geveral, and showed 
him the announcement, and asked if the pub- 
lisher violated any law in issuing ouch an 
offer. 

Without going into the merits of the case, 
he said that the query would have to be put 
through the usual channel in order to obtain 
an official opinion, and referred our represent- 
ative to Mr. M. C, Fountain of the Stamp 
Division, who had such matters in hand. 

Before paue further, it may be said that 
the new Third Assistant Postmaster-General 
evidently has no intention to do any paper an 
injustice, so far as its classification is con- 
cerned. He goes into office without any of 
the prejudices against the class and trade 
journals of the country, which seemed to 
characterize his predecessor, and the legiti- 
mate business publications of the land will, in 
all likelihood, find in Mr. Craig an equable 
and courteous official, who amply recognizes 
the fact that business journalism has evolved 
into a power for g to the commercial 
world that demands more than ordinary con- 
sideration, 

Upon seeing Mr. Fountain, and bringing 
the clipping to his attention, he said that the 
making of the offer contained therein did not 
necessarily violate any law of the Depart- 
ment, pon being asked if the ‘* nominal 
subscription”? clause was encroached upon, 
he said he wasn't quite sure of that, but he 
supposed not, as the big city weeklies (annexes 
of daily journals) could afford to offer small 
publishers their paper at so moderate a cost 
that the twocould beclubbed together at very 
near if not the exact price of one—the smaller 

r. 
a Very faithfully yours, 
ASSOCIATED INDUSTRIAL PrEss, 
(Dictated.) Per Manager, 





A NEGRO AS AN ADVERTISEMENT. 
From the New York Sun. 

Shoppers who frequent lower Fulton street, 
3rooklyn, in the busy hours are familiar with 
a negro in a drum major’s uniform of white 
with gold lacing and bearskin cap, who marks 
time with a small staff to a shrilly whistled 
tune. Now and then he stops and with a 
dancing master’s bow offers a circular to some 
passer-by ; then he performs a sort of manual 
of arms with his stick on the curbstone, he 
also folds his circulars into darts and throws 
them across the street with accuracy. He al- 
ways seems to be on good terms with himself, 
and people smile at him. Needless to add, he 
is sent out by a clothing dealer to advertise 
his wares, =a 
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LARGE QUANTITIES OF RETURNED 
COPIES. 


From the Newsdealer and Stationer. 


Publishers continue :o deplore the lack of 
consideration shown them by many dealers in 
their reckless abuse of the return privilege. 
‘This is one of the most aggravating causes of 
their unfriendliness to the trade. They are 
obliged to print many thousands of copies 
in excess of their actual 7. 3 simply be- 
cause the advance orders of the News 
Company warrant that concern in calling 
for so many copies, There are said to be 
newsdealers unscrupulous enough to order a 
dozen of a certain publication, of which they 
never sell more than three. All the others 
are returned to the News Company with un- 
varying regularity. But I would like to know, 
are there any dealers in the trade who can 
afford to buy for cash so many useless vol- 
umes of current literature, merely for the fun 
of returning them? I must confess, I have 
often the greatest trouble in securing sufficient 
money to pay for the day’s weeklies, which I 
cannot do without. Others | know are in the 
same fix. They do not usually buy the four- 
fold amount of their regular sales, for the 
simple reason that they lack the means. But 
a very plausible explanation of this anomaly 

play furnished in the fact that the Ameri- 
om ilews Company is in the habit of obtain- 
ing commissions and express charges out of i's 
returns. We therefore suggest to publishers 
who are swamped with returns to Cucmaiite 
investigate their source, and suspend judg- 
ment as to the news trade in the meanwhile. | 
Does it not seem as if they were offering the 
News Company a regular premium on re- 
turns? A NEWSDEALER, 

as 

Old Subscriber (to editor): Can you 
lend me $5 ? 

Editor—We cannot. 

Old Subscriber—Paper not doin’ much, eh? 

Editor — Well, we’re holdin’ our own.— 
Philadelphia Telegraph. 

eee 


SOME LEADING NEWSPAPERS. 








In Conmey County, Arkansas (pop. 19,459), bod 
Little Rock ZETTE x daily and 
itical weekly in Arkansas. 
rating accorded to "any — ‘x the colored 
OUR HOME, San Francisco—Is given an av- 
ILLINOIS. 
of Labor, this weekly is accorded a larger circu- 


ARKANSAS. 

largest circulation ratin accorded to’ t 
Weekly Pilot, published at Morrillton. 

ze Er: 
weekly are ing fift r cent. 
more cireateston them aaa her Yaily or pol- 

N ARD-—A weekly, pub- 
uBARTIST VANGUARD. A rcekiy, pub 
race published in Arkansas. 

CALI FORNIA. 
erage monthly issue of 26,339, by far the largest 
of any monthly in California. 
hts of Labor, Chicago—Ot the dozen 
ihe. country devoted to the interest ofthe K Knights 
lation rating than any other, with one exception. 
INDIANA. 





At " Aditi 


Ne payment 
on n larger circulation than any other three 
dailies in Indiana combined. — Average over 30,000. 
American Nonconformist: {4°4 ** 
apolis, has a higher circulation rating than is 
accorded to any weekly newspaper in Indiana. 


KANSAS. 
TOPEKA ADVOCATE — Official State 


Farmers’ ance organ—credited with 
e largest weekly circulation rating in Kansas 
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MARYLAND. 


| MARYLAND id 
#* CHURCHMAN, 


ein, is the ouly monthly publication in 
Baryiand to which the American Newspaper 

Directory accords a SeCeaOe of more t i 
7,500 copies each issue 


MASSACHUSETTS. 


YANKEE BLADE, Boston 
ublication in Massach setts is accredited 
er circulation rating. 

Farm-Poultry, Boston, monthly: regular 
circulation 30,711, * much ba ag than any other 
ublication in Massachusetts devoted specially 
© the live stock interest, or — any other 
Poultry journal in the United State: 


AMERICAN PROTESTANT 


is one of (only two) bi-weekly publica- 
tions in Boston, Mass., to which the 
American Newspaper Directory accords 
a circulation of more than 


7,500 COPIES EACH ISSUE. 
MISSOURI. 


MEDICAL BRIEF, monthly, St. Louis, has 
a regular issue of 30,473 copies, guaranteed by 
American News per Directory, a larger circula- 
tion than any other medical | journal in the world. 


NEBRASKA. 

NEBRASKA FARMER-—Lincoln, Neb., is 
accorded a much larger circulation rating than 
any other agricultural weekly in that State. 
| NEW YORK. 


| MUSICAL 
THE - - COURIER 


is among -three weekly papers in 
ad York ch the American News- 
pape k, 4 accords a ( stepesenanaaes of more 
han "10, 000 copies each issue 


OHIO. 
e Cleveland, 


The American Builder: Spee 3 


largest circulation rating of any eari- 
— AF. or builders’ journal west of New York. 


PENNSYLVANIA. 


Pittaburgh PRE has the largest circula- 
tion rating of any LESS that city, viz: 40,964 


Colliery Engineer, monthly, Scranton, Pa.: 
has the la: circulation rating accorded to 
any paper in America publishedin the interest of 
mining. Its circulation is national. 


RHODE ISLAND. 


NEWPORT NEWS. 


Its daily edition is one of the (only three) daily 
papers in Rhode Island the exact accuracy of 
whose 7. ratings the American Newspa- 
=, Direc’ guarantees by a $100 forfeit. 

ly Got for the past year, 3,181 copies. 
TENNESSEE. 

MEMPHIS APPEAL-AVALANCHE — Is 
oo a larger circulation rating for its daily, a 

arger circulation rating for its Sunday and a 


larger circulation ratin 
accorded to any other 


a Mieke 











the ity toh 











for its weekly than is 
aily, Sunday or secular 
weekly paper in Tennessee. 


NASHVILLE AMERICAN 


is one of the four weekly publications in Tennes- 
see to which the American Newspaper Directory 
for 1 accords a circulation of more than 
12,500 copies each issue. 


Rs 


ey R- ERT Weekly, puptnet at 
Rees AB the largest circulation rat- 











ing of any paper published in Virginia, 
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Displayed Advertisements | S§A27LE,, TELEGHAPIL, the _Jeading 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—tf gra uted. 
Must be handed in one week in advance, 





QUPERIOR Mechanical Bnepeving, Phete Elec- 
.) trotype Eng. Co.,7 New Chambers S8t., N. Y 


STAMES FOR SPLKESTIONS. “38 
SUCCESS Zamie,sieeuts, 9 ne 


is Co., Baltimore 


a PRINTING Princcrs ink Prens, NY 
EE Ravece GOPIES f AND | 
* RE! Aberdeen, 8. D 


BE INDEPENDENT. Own your own news- 
paper. pane ¢ for estimates to PICTORIAL 
WEE ES CO., 28 West 23d St., New York City. 

















| 





The PALMER (Mass.) | HERALD 


offers advertisers mo circulation than any 
paper between vape: and Worcester. 


2,500. 
WATCHES ~» 
Are the Best PREMIUMS. 


Address the manufacturers direct. 
THE PHILADELPHIA WATCH CASE CO.., 
RIVERSIDE, N. J. 

THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, =< = = = 15,500. 
Advertisers find IT PAYS! 











LE ME SHOW YOU SOMETHING 


if you oe in local newspapers. 
Send address. CHAS. W. HARPER, Columbus, O 


GER MANIA Magazine for the study of the | 

German lang. and litt. For 
sample copies, rates of adverti ising. etc., address 
GERMANIA, Manchester, N. 











DIRECTORY PUBLISHERS, ?\"""s js" | 


and price list of your directories to U. § 
DRESS CO., L Box 1407, Bradford, MeKean Co. Pa. 


HOPKINS & ATKINS 
Washington, D .. 26 
ears experience. 
rite for toformation 
Registered in U. 8. 
and abroad. Inter- 
TRADE-MARKS road.” nite 
ferences and infringements conducted Advice 
eC UB Glascock & Co., Washington, D.C 


Li Cc menage oars 
dvertisera. 
reliable work 


5 PI i 10 N ahingt gh w Vork. 
edt iy ZGERALD, 














PATENT *: =: a4 wae Book free. 
* Washi ngton,D C. 





We make a SPECIALTY of 


‘WATCHES FOR PREMIUMS. 


WE CAN INTEREST YOU. 
DROP US A LINE. 


M. ROSENBACK, 
34 Maiden Lane, New York. 


Reliable dealing, low esti- 
mates, and careful service 
have given this agency a 
standing with advertisers 
equalled only by its influ- 
ence with newspapers! 
Advertisements specially prepared for our Clients. | 

SEND FOR ESTIMATE. 
Pyeainina 

panic, BICYCLES 


For themselves, employees, or for 

















NEW YORK: 
Wertd Building 
















- a in cash, 
= anufacturers an largest 
“i ) nee in the U. 8. Write 
catalogue and terms. 

ROUSE, HAZARD. & CO., 2 X St., Peoria, Tl. 





Order any D Oo cuts N it 9 until you 
have heard from us. It will pay you to write us 
— PHOTO ENG. CO. 


The only Lhe La Prac fists, ia 2s and 


Wrappers addressed in a hurry by mac inery. 
Names guaranteed absolutely correct. For par- 
ticulars address F. D. BELKNAP, Prest., 314, 316 | 
Broadway, New York City. 











’ THE HOME CIRCLE, : 

ST. LOUIS, MO. ( 
$ 75,000 Copies Each Month. 
, An exceedingly desirable medium for 
> GENERAL ADVERTISERS. 
( 






THE Home CIRCLE Pvs. Co., St. Louis, Mo. 












nn nn nl nlainlenninianninnnneameenee- 


MULTIPLY, 


ADD and SUBTRACT, 


and the Result will cause you to replace 
your “Double Cylinder” by one of our 


which can be Easily and Economically 
operated by Ome Mam and A Boy. 


it will Perfect and Fold 8 to 10,000 4 or 8-Paged Papers per Hour. 





icine 


CAMPBELL PRINTING PRESS & MFG. CO., 
NEW YORK. —— 


“New Model’’ Rapid Rotary Web Perfecting Presses, : 
CHICAGO | 
ea 
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BRUCE’S PUSH. 
The beautiful mid- 
oo er souvenir edi- 
X%>.., tion of THE AMERICAN 
= SCHOOL BOARD JouR- 


NAL will reach 100,000 


r best homes in the 
Pe AF | United States. Ready 
Pay 2 7 ae ony J oe 20 cts. 
; PS, -r line. v. copy 

/® yi A Mf o Sune 25. 


WM. G. BRUCE, Pub., 
New York, Chicago, Milwaukee. 


PNEUMATIC TUBES 


FOR NEWSPAPER OFFICES. 
SEND FOR ESTIMATES TO 
METEOR DESPATCH CO., 
28 E. 14th St., New York. 
89 State St., Boston. 
The Churchman, New York, uses our system. 


STUDY LAW 
AT HOME. 


TAKE A COURSE IN THE 
















particulars to 
4. COTNER, JR, SEC'Y 
DETROIT, MICH. 
2% Telephone Bidg.@ 


THE HUDSON (N. Y.) 


Daily Register 


was one of the ORIGINAL mem- 
bers of the Associated Press, and still 
retains high rank in that powerful 
news organization. 


The REGISTER is the Favorite Home Paper. 


M. PARKER WILLIAMS, 
Editor and Proprietor. 





AN HERS TEANTISANTIEN TASS 
CORA LT AT OT 
SAWANT ANS 
NE orrerorsosvoossesess 

A 
wo) 
294 
cnt THE 
34 
RA 
4 OF NEW ORLEANS, 
a4 





$34 quoted in Rowell’s Directory for 
93 as having a circulation of 

15,507 Daily, 18,473 Sunday, 

33,020 Weekly, 

Has Suspended Publication 

and transferred its subscription lists to 

the staunch old PICAYUNE, which 

has successfully withstood the 











oon 

storms of 57 years, and isnow tx 
P Si) 

better and better, bigger and 3244 
. . SK 
bigger, more vigorous and pros- 2 
piss 

perous than ever. VK 
WSN 

BANTER ELE EU EATINNINN 

: ORES 
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‘Our part of the commercial 
world is Newspaper and 
Magazine Advertising - 


| Upon this one point 
we concentrate our 
entire resources - - 


eae 


It 
prepare good advertise- 


is our business to 





ments and place them 
where they will produce 


results. 





If you contemplate ad- 


vertising write us. 


| The Geo. P. Rowell Advg. Co. 
NEWSPAPER and MAGAZINE ADVERTISING, 


10 Spruce Street, New York. 


AXED 
oe TUR 
DOU 


fismouitue, PAYS 


* ASSOCIATE, LIST x 








Kansas Farmer........... ka, K 
Nebraska Farmer........ Lincoln, Neb. 
Towa Homestead.... Des Moines, Iowa 
Field and_Farm......... \, 


Farmers’ Home......... 
Stock Grower & Far., Las’ 
Rky. Mt. Husbandman, W 8 
Hoard’s Dairyman, Ft. 
SEMI-MONTHLIES— 
Dakota Farmer........... Huron, 8. D. 
N. W. Far. & Breeder, St, Paul, Minn. 
Western Plowman Moline, Ills. 


1——MONTHLY—1 
Home, Field & Forum, Guthrie, O. T, 


STAR OF * THE EAST 


National Stockman and Farmer, 
Pittsburgh, Pa. 


Write for estimate on your ad. to 


FRANK B. WHITE, Manacer, 
649-51 Tue Rooxeny. CHICAGO, ILL. 





The Leaders of the Great West and 


Star of the East Pay Best. 





J.C. BUSH. Eastean Rerncsentartive, 
NEW YORK, N. Y. 


Times BuILoING. 
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~~ Gass 


200,000 Circulation Monthly, guaranteed and proved. 


PAGE & RINGOT, - - PUBLISHERS. 
































Circulation by States is as follows: 
{ Massachusetts, 26,258; Kentucky, 2,049 
~ ) Maine, 16,786| North Carolina, 1,849 
% Vig gel os pshi ~e ~<f wemmmy 

> ermont, 12,1 
3) ae oe Connecticut, ass] Wyoming, 1,775 
YASS Rhode fsland, — 3.900| Florida, 174 
New York, 9,910) Oregon, 1,700 
owa, 6. , 1,625 
Illinois, 8,580 i 1,621 
Ohio, 6,970| New Mexico, 1,616 
6,728 t 1,612 
533| New Jersey, 3,604 
| West Virginia, 1,538 
3,942) South Carolina, 1,493 
5,350| Mississippi, 1,489 
4,230) Nevada. 1,478 
3,980) Ark 1,435 
3,686) Arizona, 1y 

3,414) Washington, 
‘lexas, 3,042) Maryland, 1,283 
California, 2,385) Idaho, 1,280 

Vinnie, all noeas, OP 

rein 141 

.  _ Utah, suse! Tot, §=— 200,801 

<s ADVERTISING RATES: 

N/ 


80 Cents per Agate Line. Ne discounts 
for time or space. 5 per cent. dis- 
count for cash with order. 


To advertisers who wish to reach the ladies 
this is one of the best mediums in the country. 
Why not try the QuEFN oF FASHION once and 
be convinced by the returns you will receive t 


QUEEN OF FASHION, 46 E. [4th St. (Union Square) New York City. 


ALLENS 
LISTS 


Will prove their value as an unusual medium for 
advertisers, by testimonial or by trial. 

While the one furnishes evidence of a satisfactory 
nature from many people, the other will effectually 
remove any doubt you may have as to your own 
advertisement bringing the pleasing results that you 
have hoped for but never realized. 








FORMS CLOSE THE 18TH. 





E. C. ALLEN & CO., Prop’s, AUGUSTA, ME. 
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Would you 


like an 


Advertisement 
Printed 


in Colors in 


THE NEW 


YORK 


‘RECORDER ? 


—9g@— 


——s 











It is the only Daily News- 
paper in the World that does 


this sort of thing, you know. 


Doesn’t it strike you that 
such an advertisement would 


attract attention ? 


And don’t you think that 
such an advertisement would 


make an impression ? 


Only a limited amount of 
space is given each week to 
advertisements, and it is neces- 


sary to arrange well in ad- | 


vance, 


Rates, etc., will-be given on 


application. 
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SOUTH OF l7HIL4DELPHIA. 


What papers are you using to cover the great district 
lying south of Philadelphia? It is a region that has made 
wonderful progress of late years, and its value as an advertising 
field has been greatly increased. In the whole of this section 
there is but one evening paper with a larger circulation than the 


WASHINGTON 


EVENING NEWS. 


Next time that you are in Washington, observe the hold 
that the NEWS has gained. You will find it everywhere—on 
the street, at the news-stands, in the hotels—but mostly in the 
homes. Its sworn average circulation (our books are open to 
inspection) is 


17,332 CAPIES A DAT. 


What these figures mean is, that you cannot cover this 
section without using the Washington EVENING NEWS. 
Some advertisers claim they get better results from the NEWS 
than from any newspaper south of Philadelphia. Shall we 
have the pleasure of sending you a specimen copy with rates. 


HOW THE PAPERS ARE DISTRIBUTED. 
The following is a true statement for the week ending May 109, 1893, 
as taken from our circulation books. Books ores To ALL. 





S la lae | a 
rT . = wv ait : + : 
No. of copies 2 va a4 5 fo ge a 
i = b= bs) Ss ; co) = 
printed. S38 izn| = a life! Ss 
O oy ae 









Saturday....... 19,600 om 267 | 1,829 | 1,293 | 209 


479 | 19,600 
Monday... ......| 16,516 | 9,604 | 3,549 | 1,650 | 1,231 | 218 | 264| 16 516 
NEE oe coves 16,634 | 9,608 | 3,560 | 1,600 | 1,202 | 216 | 208 16,634 
Wednesday......| 16,700 | 9,636 | 3,780 | 1,668 | 1,263 | 215 228! 16,790 
Thursday....... 16,900 | 9,648 os 9 | 15793 | 1,272 | 212 | 256 16,g00 
386 | 17,555 


TD ieveseses 17,555 | 91627 | 4,263 


1,771 1,291 | 217 
| 


| 


Advertising rates low but absolute. For further par- 
ticulars, address 


M. KEEFER, 


76 TRIBUNE BUILDING, NEW YORK. 





STUAUUAUTONNUUOAUUNUUUOGGUOOGUOOGQUOORDOOUUOGGOONGDOUOOUUOGOUOGOUOOOOOOGOOOGOOOGGOOONGOGUOOGOONEGUOGOOOGGONGGOOGOOOUAGOOOGUOOOGGOODUAOOGU NEO OAUUOOOGOOOGU ONT 
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Miscellanies. 





SOMETHING THAT EVEN AN EDITOR 
WILL NOT RETURN, 

Not Handsome Enough.—‘“ Editor 
gone away, you say?” 

** Yes sir; but he'll be back in a little bit.”’ 

**What makes you think so?” 

** He told me as he went out he was going 
to travel on his face. He won’t get far.”— 
Electric Spark. 


Fw says our marriage will be pub- 
lished in the obituary column.” 

“In the obituary column!” 

** Because we are going to live in Brooklyn.’ 
—Life. 

Sounds Like a Fake.—‘‘Do you 
think that this telegram about a lynching in 
‘Texas is authentic, sir ?’’ said the news editor. 

“What makes you suspect it? ’’ asked the 
chief, 

“It does not say that the affair was partic- 
ipated in by the best citizens of the place.’’— 

ruth. 


No news is good news when a rival 
paper has it.—’uck. 


A Terrible Revenge.—Editor of 
Weekly Chestnut (looking over his ex- 
changes); Blame it! The Grad-dag man 
steals my jokes right along | 

Wife of Editor—You can easily get even 
with him. 

“How?”’ 

“Credit a few of your own jokes next week 
to the Grad-bag.”—Electric Spark. 


A New Freak in the Museum—The 
Fat Lady ; I’d like to know what there is to 
attract public notice about that child the man- 
ager has just secured. 

The Mule-eared Man.—They claim he reads 
the “Juvenile Department’? of a Sunday 
paper, and I understand he was discovered 
only after six months of search, Between you 
and me, though, I suspect he’s not genuine,— 
Puck, 


Literary—Penelope: Humph, the 
army is going to adopt a magazine gun, I see. 

Tom (sn hat is to be the bore? 

Penelope—The ine, suppose. They 
usually are,— 7ruth. 





A Fatal Dose.—Fitz William; I 
found this here bottle o’ Spring Bitters in a 
bar’ this mornin’. 

Dusty Rhodes—T’row it away, Fitzey. 
Sposen dey was to cure you of ‘‘that tired 
feeling!”” You might want to work ! —Puck, 


A Periodical Spree. — Old Soak: 
Have this week's papers come in yet? 

Attendant—Yes, sir. 

Old Soak—Bring me Punch and the Spirit 
of the Times.— Town Topics. 


Not an Expert.—‘‘ He writes about 
the drinking water of Chicago!’’ exclaimed 
old Sardonicus, glancing at the World’s Fair 
correspondence in a New York paper, “If 
the ‘Tom Vanson’ that sends this stuff is the 
Tonr Vanson | used to know, he’s lived here 
off and on for the last six years and never 
tasted Chicago drinking water in his life !'"’— 
Electric Spark. 


A Hopeful Editor.—A Texas editor 
made a _ flying trip to Washington not long 
since. He is an applicant for any position 
within the gift of the President, provided it 
has an adequate salary attached to it. 

‘* Where is your baggage ?’’ asked a friend 
who met him at the depot. 

‘“*Baggage!’’ exclaimed the journalist, 
“how do you expect me to have any bayguge 
when I’ve not even been appointed yet? 
Wait until I have been in office a few months 
and then I will show you more plunder than 
you can carry off in a four-mule wagon.— 
Texas Siftings. 





DOROTHY GRACE GIBSON, 
Great Falls, Montana 


LINES TO THE PORTRAIT OF A LADY. 
Miss Dolly Grace, though sweet’s your face 

_ And charming is your “* figger,”” 
aa! wom your dress is rather less 


hen what is just “de rigger.” 


I fear your folks, inclined to jokes, 
Have treated you quite sadly: 
cg pe cute, though now so mute, 
ay some day plague you badly, 


Who knows but you, a learned “das dieu” 


May be, and scorn frivolity ; 
And loud protest ’gainst woman dressed 
In barbarous ‘** de/ol/ity?” 


And then ’t will hap, some graceless chap 
_ Will drag from its seclusion 
This portrait fair, enrobed in air, 
To your intense confusion. 
Robley D. Stevenson, in Puck. 
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